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ARENI is a global 
research & action 
institute for the future 
of Fine Wine.
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The difficulty lies 

not so much in 

developing new 

ideas as in escaping 

from old ones.

JOHN MAYNARD KEYNES
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About Areni
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OUR MISSION 
Bring #perspective and #understanding of 
the multiple forces affecting the Fine Wine 

ecosystem and encourage #action to preserve 
the legacy of Fine Wine by helping its key 

stakeholders adapt with the changing times.

OUR VISION 
A Fine Wine world sustainably evolving through 

global challenges.



OUR PUBLICATION PROGRAM
Helping the key Fine Wine stakeholders understand and act 
upon the future’s challenges.

OUR EVENT PROGRAM
Encouraging relationships, diversity and growth of our 
community through collaboration and shared interests.

OUR RESEARCH PROGRAM 
Exploring both the very own definition of Fine Wine and the 
main themes identified as vital for its future.
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UPCOMING EVENTS 

International Insight Series 
and Collective Workshops
New York City 
5-6th November 2019

FM4FW 2020
Napa and Sonoma 
9-11th July 2020
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The Future of Fine Wine will be diverse. We 
were proud and delighted to showcase estates 

that represent different facets of the Bordeaux 
region, with a variety of terroir, size, estate 

history, ownerships & philosophy represented.

Our Hosts
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Sauternes, 
Château d’Yquem, 

LVMH

Pessac- Léognan, 
Château Malartic- 

Lagraviére,
the Bonnie Family

Margaux, 
Château Kirwan, 
Famille Schyler

Pomerol, 
Gombaude-Guillot, 

Olivier Techer

Saint-Emilion, 
Château Lasségue, 

Pierre Seillan & 
Jackson Family Wine
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Our Attendees

WWW.ARENI.GLOBAL

FM4FW gathered 70 thought leaders from 17 
different countries, from respected journalists and 

writers, iconic winemakers and distributors, powerful 
luxury brands and influential scientists, politicians 

and international tech and finance experts.



Our Attendees
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Jane Anson, Decanter
Eric Asimov, The New York Times
Mike Barrow, Costaflores Winery
Marion Bastien, Lallemand
Toby Bekkers, Bekkers wines
Will Berliner, Cloudburst estate
Séverine Bonnie, Château Malartic-

Lagravière
Véronique Bonnie, Château Malartic-

Lagravière
Sylvine Bourel, Mestrezat
Darryl Brooker, Mission Hill Wine Estate
Dominic Buckwell, Wines of Great Britain
Dr Akilah Cadet, Change Cadet
Christopher Cannan, Clos Figueras
Laura Catena, Bodega Catena Zapata
Sylvie Cazes, Cité du Vin
Mathieu Chadronnier, CVBG
Eduardo Chadwick, Errazuriz
Christophe Chauvet, Tenute Del Mondo
Jason Cho, Blue Hill Farm
Julia Coney, Wine Enthusiast
Maxime Debure, Winefunder
Guillaume Deglise, Albert Bichot

Ixchel Delaporte, Writer. Les Raisins de La 
Misère

Minter Dial, Author Heartfelt Empathy
Steve Dutton, Dutton Ranch
Felicity Fowler, Jing Tea
Jean-Pierre Giraud, Taransaud
David Gluzman, Folly Enterprises
Rafael Gomes, Itacoa Restaurant
Nigel Greening, Felton Road
Anne Catherine Grimal, Moët Hennessy
Polly Hammond, 5Forests
Keith Hammond, 5Forests
Reka Haros, Sfriso Winery
Michael Hinterleitner, Zalto
Cathy Huyghe, Forbes
Muti Jansuphapchai, Asia Division 

Cinematique Inc.
Christoph Kammüller, Familia Torres
Ben Kennedy, eProvenance
Bruno Kessler, FIVS
Karissa Kruse, Sonoma Wine Growers Assn.
Bruno Le Breton, BLB Vignobles
Philippe Leveau, Invivo Wines
Zelma Long, Vilafonte Wines

FM4FW 2019 ATTENDEES
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Camilla Lunelli, Ferrari Trento
Pierre Lurton, Chx. d’Yquem, Cheval Blanc
Elin McCoy, Bloomberg
Jessica Miller, Moët Hennessy
Fiona  Morrison MW, Château Le Pin
Erica Nonni, Nonni Strategic Marketing
Matteo Panzavolta, Acatena
Henri de Pracomtal, Taransaud
Thomas Price, Jing Tea
Madeline Puckette, Folly Inc.
Meaghan Qian-Fu Becker, James Suckling
Karina Robinson, Robinson Hambro
Nicole  Rolet, Chêne Bleu
Xavier Rolet, CQS
Charles Savary, FICOFI
Sophie Schÿler, Château Kirwan
Pierre Seillan, Château Lassègue

Rodrigo Sepulveda, Expon Capital
Ambre Soubiran, Kaiko
Steven  Spurrier, Decanter
Constanze Stelzenmüller, Brookings 

Institute
Chris Swonger, Distilled Spirits Council of 

the USA
Olivier Techer, Château Gombaude Guillot
Jérôme de Tychey, Consensys
Philippe Thomas, Enofi
Bruno Vinay, Sustainable Brands
Ravi Viswanathan - Grover Zampa
Valerie Westrelin - ISEFAC bachelor
Akihiko Yamamoto - Wine Report Japan
Stephen Yiu - Blue Whale Fund
Taotao Xing - Deutsche Börse
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Define Fine Wine Luncheon
WWW.ARENI.GLOBAL

The Define Fine WIne Lunch is a unique moment during 
the event when each attendee brings and shares a bottle of 
Wine representing their own definition of Fine Wine. The 
wines tasted are diverse, and the definitions collected and 
analysed. To read the results of this on-going study, please 

read our White Paper Define Fine Wine.
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FM4FW 2019 DEFINE FINE WINE LIST
Adrianna Vineyards - Malbec 2011
Albert Bichot, Chablis Grand Cru La Moutonne 2017
Albert Bichot, Domaine Du Pavillon, Meursault 1Er Cru Les Charmes  2017
Ao Yun Cabernet Sauvignon  2013
Barnett Vineyards, Rattlesnake Hill Cabernet Sauvignon  2008
Baronne Pauline De Rothschild, Sauternes 2015
Château Branaire-Ducru, St Julien 2001
Château Chauvin, St Emilion Grand Cru 2009
Château Figeac, St Emilion 2004
Château Gombaude- Guillot, Pomerol 2010
Château Gombaude- Guillot, Pomerol 2009
Château Guadet, St Emilion Grand Cru 1998
Château Kirwan, Margaux 2014
Château Malartic-Lagravière, Pessac Leognan 2003
Château Moulin St-Georges, St Emilion Grand Cru 2009
Chêne Bleu, Abélard 2007
Chêne Bleu, Héloïse 2007
Clos De L'oratoire Des Papes, Châteauneuf Du Pape 2016
Clos Figueras 2007
Cloudburst, Cabernet Sauvignon 2011
Cloudy Bay, Te Koko Sauvignon Blanc 2016
Diamandes Gran Reserva 2006
Domaine Of The Bee, Les Genoux 2017
Espectacle, Montsant 2010
Familia Torres, Moneu 2018
Famille Ducourt, Metissage Blanc 2017
Famille Ducourt, Metissage Rouge 2016
Felton Road, Block 5 Pinot Noir 2012
Georges Laval, Champagne Cumières 1Er Cru, Brut Nature
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Giulio Ferrari, Fratelli Lunelli Riserva Del Fondatore 2007
Gramona Cava, Brut Nature 2011
Grand Vin De Léoville Marquis De Lascases, St Julien 1996
Grover Chêne, Grande Reserve 2017
Grover Soirée, Brut Rosé 2014
Grover, La Reserve 2017
Iron Horse, Classic Vintage Brut 2010
Kistler, Dutton Ranch 2016
Kumeu River Hunting Hill Chardonnay 2014
La Chapelle De La Mission Haut-Brion 2014
Les Tourelles De Longueville, Pauillac 2014
L'if, Saint Emilion 2013
Lucien Aviet Et Fils, Caveau De Bacchus, Arbois 2011
Matthiasson, Cabernet Sauvignon  2015
Mayacamas, Cabernet Sauvignon 2014
Mtb Special Edition Petit Verdot-Malbec 2016
Nicolas Catena Zapata  2015
Noa, Noah Of Areni 2016
Oculus, Mission Hill Family Estate 2014
Pascal Doquet Champagne Arpége, 1Er Cru Blanc De Blancs
Poderi Luigi Einaudi, Costa Grimaldi, Barolo 2003
Prieuré De Cénac, La Vierge 2016
Ps Aalto 2009
R, Realm Cellars, Farella Vineyard 2014
Seña 2017
Señorio De Arinzano, Pago De Arinzano Tempranillo 2016
Squerryes Brut 2013
Sylvain Pataille, Bourgogne Aligoté La Charme Aux Prêtres 2017
Toby Bekkers Grenache 2016
Toby Bekkers Syrah 2015
Vijay Amitray Collection 2017
Wendouree Shiraz 2002



Roundtables
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The Roundtable Workshops are the heart of FM4FW 
Think Tank. This year exploring seven topics, from 

the future of language to the impact of tech on the 
Fine Wine supply chain, attendees reflected on actual 
disruptions and possible scenarios for the future. Here 

is non-edited summary of their main thoughts and 
conclusions.



Roundtables

23

The profile of Fine wine is indeed going to 
change, but disruptions are so diverse that it’s 
almost impossible to forecast the nature of 
those changes. Education and innovation will 
be key to rise about the multiple challenges.
Some of the major disruptions putting 
pressure on Fine Wine profile:
• Climate change and a need to focus on 

balance
• New and powerful pests and diseases 

challenging organic viticulture and 
economic sustainability 

• Globalisation: if a synonym of 
standardisation 

• Substitution: cannabis, other alcoholic beverage and non-alcoholic 
beverage

How is Fine Wine going to change in 
terms of aromas, texture and style?
 “Unpredictable changing will create unpredictable classics”

1
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The routes to market are here, and so far 
they are working. 
There is a recognised need for Fine Wine 
wineries to engage directly with the 
consumer yet DTC will not be the rule for 
everyone as it’s fundamentally domestic 
when FW has always been about global 
distribution. But because of a multiplicity of 
factors, one needs to considerate a diversity 
of routes to market.
Because:
• Mature markets (ie Europe and the US) 

are still extremely relevant, China is still 
rapidly developing and new markets are 
rising (Africa, India, Brazil)

• A Fine Wine brand needs to be global even if you have a minuscule 
quantity of products

• We are living through the darkest time ever in terms of geopolitics. 
The risk of major market closing down is real and we need to be agile, 
developing the ability to shift from potentially closing market to new 
ones.

What will the future routes to market 
look like?

2

 “Maybe we don’t need new routes to market, we just need 
MORE routes to market”
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 “Our demographic is changing. In 20 years, this room is not 
going to look the same”

Language, Marketing and Diversity: 
Rethinking The Way We Talk About Wine

3

Our industry needs to look like our 
consumers: ethnic diversity, gender fluidity 
diversity, generation diversity. We need 
to create a place of belonging: people feel 
regardless of the race or age that they 
belong in your ecosystem.
The Must-do of tomorrow’s 
communication:
• Transparency: “There is no room for BS 

in our marketing anymore”. We need to 
be proactively embracing topics such 
as climate change, integrity, health, 
sustainability

• Get Visual: You tube and video are 
here to stay. Learn to communicate visually – and have visual 
representation of diversity

• Use Analytics: learn and adapt to what’s being said about you on 
social media

• Invest in young consumers from diverse horizons (Brazil, India, 
Mexico). They are eager to learn.
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• Pay attention to the words that you use 
and the language stereotypes that could 
be happening within your company or 
people you are working with, it’s the first 
step toward creating a place of belonging.

• Move toward B2C-2C: build on user 
generated content, give them space to 
talk and appropriate content

• Lead the way: Don’t wait and be reactive. 
As leaders of our industry we have to be 
leading change from the top down with a 
clear vision of What and Why.

Language, Marketing and Diversity: Rethinking 
The Way We Talk About Wine (continued)
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What will remain as key to the future of experience: 
• Heritage (soil, know-how, and time it requires to make Fine Wine) 
• While the standards and definition 

of quality may change, the fact that 
Fine Wine is linked with quality will not 
change

What will change:
Nailing down PROXIMITY and 
ENGAGEMENT because everything will 
be about the PEOPLE
• Emotions: creating experiences 

by understanding the emotions of 
consumers. What emotions will hook 
them? The key is to 1) define which 
emotions matter; 2) create experiences 
around these emotions

• Technology: technology will have the power to enhance the wine 
experience and will help bring curious people into wine (VR, AR are 
great tech tools for this experience enhancement - think of Cité du 
Vin)

What will the future of Fine Wine 
Experience look like?

4

 “Power to the people”
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• Communication: change the language & words we use to break 
down the barriers and help get consumers more interested. How 
we show and talk about the world of wine needs to be transparent 
and authentic. Meaningful words can be the way forward to evoke 
emotions and connection with consumers. 

• Diversity: opening up to a wider customer base is crucial to increase 
proximity and engagement with segments of the population that the 
wine world has been ignoring. 

• Point of Sale & Point of Consumption: the industry needs to get 
better at the whole purchasing experience to create more proximity 
and take away friction by refining e-commerce and user experience. 
We need to leverage better the power of packaging to engage better 
with consumers. We need to create events that are not about wine, 
but where wine connects people to unforgettable experiences. We 
need fun experiences!

What will the future of Fine Wine Experience 
look like? (continued)
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The wine industry seems to be changing 
from purely a production business to a 
lifestyle and experience business, selling a 
dream, tourism and hospitality, naturally 
changing the nature of its funding.
Three main ways to get money:
• Debt: borrowing money, notably in 

Europe with very little interest rates
• Equity: Selling shares of your business. 

Traditional equity models require 15-25% 
return: very difficult to achieve in wine, 
so we have to rely on emotion, ego and 
pleasure to convince private funders (ie 
crowdfunding has a big potential).

• ICO: blockchain enabled possibility to prepay for a product or a 
service.

Business Models: When Investment 
Influences the Shape of Fine Wines

5

 “From a pure production to a lifestyle and experience 
business model”
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Two big trends challenging existing business models:
• Disintermediation between consumers and producers, 

cutting out previous middle man and theoretically increasing 
margins

• Consolidation and concentration, notably in France. French 
inheritance tax are based on recent sales, and recent sales 
notably in Burgundy means that family owned estate will 
have trouble paying inheritance tax based on these level of 
land price. 

Business Models: When Investment Influences the 
Shape of Fine Wines (continued)
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Climate change will affect 
what we think of provenance 
today. Regions identities will 
shift, with plantation of new, 
non traditional (sometimes 
even not allowed yet) grapes. 
Winemakers will keep exper-
imenting with new terroirs, 
new altitutes and latitudes.  
Appellations as they exist will 
have to change dramatically or will simply be totally irrelevant.
Education is going to be extremely important so that people understand 
how provenance is actually changing.
At the heart of the new definition of quality: flavour and where they are 
coming from.
Provenance and quality will focus on:
• Nature and everything that came out of nature: the true sense of 

place and not the vanity of individual projects. 

When Provenance Is Not Enough: 
Promoting Quality in Competitive Markets

6

“Provenance is not going to be what it is now, provenance 
itself is going to change” 
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• The people behind the wine and how they interact with the land. All 
the stories will come back to how we treat the place, even if we see 
global distribution system and a growing diversity of people drinking 
and buying our wine, nature will always be in the middle.

• SLOW process= growing things properly takes time

When Provenance Is Not Enough: Promoting 
Quality in Competitive Markets (continued)
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We are facing a very dark cloud: REGULA-
TION. The overarching theme that stops 
innovation in our ecosystem. We fear white 
label packaging operating on the same model 
as the tobacco industry. If packaging can’t 
help anymore, story telling will have to be-
come digital – technology will help but we 
need to think ahead.
But technology is not everything: 85% of 
DTC transaction happen in the vineyard, 
face to face. While technology can help tell 
your story better to have people coming to 
visit face to face, it is very hard to be a digi-
tal-first brand. 

Digital Economy & Innovative Technology: 
Increasing The Value of the Supply Chain

7

“Technology can create value mainly by given access to 
information and guarantee transparency”



Taking Action
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Areni Global wishes to facilitate action within 
the Fine Wine ecosystem, helping stakeholders 

translate ideas and perspectives into actions that 
will be implemented in the months following the 

Think Tank.



Taking Action
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2018-2019: A LOOK BACK

THE BIG IDEA
Get Gen Y & Z perspective on existing wine branding 
and compare wine brands appeal with other luxury 
brands targeting Gen Y and Z

WHAT’S BEEN DONE
Launch of the Clinique Isefac – a consulting agency 
powered by Isefac Bachelor students.
Yearly project conducted with 60 students
2 brands partners: Champagne Collet and Domaine 
de Chene Bleu.
Main Objectives: how do Gen Y&Z perceive and un-
derstand the positioning of those 2 brands and what 
could they recommend to “Gen Z proof” the brands.

We closed FM4FW2018 with a list of 26 actions. We closely followed a dozen of 
them and were proud to present results for three at FM4FW2019.

Rejuvenation Clinic – Isefac Lille
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RESULTS: IDENTIFICATION OF 6 MAIN 
CONSUMER TRENDS
1. Immediacy: Need to control our own time, elimination of unnecessary 

tasks, exploration of ways to save time and look for experiences, sim-
plification of how we buy and pay. 

2. Power: Over informed (abundances of digital sources) consumers be-
coming communication vectors (Users Generated Contents), taking 
power. Only total honesty and transparency are acceptable. 

3. Missing out: Desire to logout. Movement from FOMO (fear of miss-
ing out) to JOMO (Joy of missing out). Slow pace becomes a pride, 
to protect mental wellness. Associated with a need for goods and 
services with low impact on the environment.

4. Minimalism: Asceticism makes its way: simplicity, quality and authen-
ticity as 3 fundamentals values leading purchases habits such as  DIY, 
local buying and craftsmanship. 

5. No age generations: Because Baby boomers feel young and copy 
Millennials behaviours, because millennials can be very prone to fa-
vour traditions codes are more and more based on cultural values than 
generational ones.

6. Conscious consumerism: claim for transparency + empowered con-
sumer+ back to basics = a need for responsible products (without 
plastics) leading innovation to a better use of digital and sensory tools. 
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WHAT IT MEANS FOR THE WINE BRANDS 
WE WORKED WITH
• A change of status associated with the consumption of luxury goods: 

no more to show how much you make but how much you care for 
yourself, the planet and society as a whole.

• Younger consumers are looking for flexible, free and less standard 
luxury. 

• Brands must dust off their image, notably thanks to a more modern 
use of visual communication and a careful choice in collaboration and 
partnerships (ie LVMH & Rihanna). 

• New consumers are looking for new, diverse and young faces 
throughout the brand visual communication. The choice of ambassa-
dors is crucial. Ambassadors need to share brand values but also Gen 
Z&Y values such as authenticity, engagement and honesty.
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THE BIG IDEA
Utilise the newest financial tools to 
develop sustainable winery projects 
and engage with consumers at a 
different level

WHAT WILL BE DONE
Creation and launch of a crowdfunding 
project to protect bees and underline 
their importance for the global Fine 
Wine ecosystem.

EXPECTED RESULTS
Stay tuned and read our newsletters for 
more update on the project, or contact 
directly Maxime and Nicole

Bee Sustainable - Nicole Rolet (Domaine de 
Chene Bleu) & Maxime Debure (Winefunding)



39



WWW.ARENI.GLOBAL

Barometer Areni — Mestrezat

THE BIG IDEA
To launch a barometer monitoring the Fine Wine consumer uses and 
attitudes related to fine wine purchase and consumption within the 
main markets, understanding:
• Who drinks Fine Wine around the world
• How and where they buy and drink Fine Wine
• Their main motivation and attitudes towards Fine Wine
+ Note that this is an open project. Though financed by Mestrezat, this 
study has been designed to be integrally shared with the entire Areni 
members community in order to benefit our ecosystem as a whole. 
Additional partners are welcome to join to maximise the impact of this 
study.

METHODOLOGY
1. Definition of the Pre-Study Framework
2. First draft of the barometer categories
3. Face-to-face interview for qualitative data, pre-study results and 

validation of the barometer categories
4. Definition of the quantitative questionnaire
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FINE WINE DEFINITION
We understand that defining Fine Wine is a complicated task. To allow 
an international comparison and to avoid any confusion amongst 
respondents, we chose to work with a very factual definition of Fine 
Wine, based on price positioning, using EX-CELLAR price expressed 
in Euros, establishing the following tiers:
• Fine Wine – 1st Tier : 30-150 EUR ex-cellar
• Fine Wine – 2nd Tier : 150-450 EUR ex-cellar
• Fine Wine – 3rd Tier : 450+ EUR ex-cellar

Depending on the markets studied, those prices will be converted in 
prices that make sense for the consumer.

“WHERE”  DEFINING THE MARKETS 
COVERED BY THE PRE-STUDY 
This pre-study will gather intel on the following distribution markets:
• UK
• USA
• BENELUX + Suisse
• China (inc Hong Kong and Macau)
• Singapore + Taiwan
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EXPECTED RESULTS 

PART 1 : WHO DRINKS FINE WINE AROUND THE WORLD
Demographic data: age, gender, the job they do, where they live
Psychographic data: what they like, what they buy, what they need, their 
frustration, their personalities

PART 2 : HOW &  WHERE THEY BUY & DRINK FINE WINE
Purchase frequency, Reason for purchase, Main purchase triggers,
Evolution of purchase in volume and value, 
Evolution of purchase in nature (Fine Wine origin and brand)

PART 3 : THEIR MAIN MOTIVATION AND ATTITUDES 
TOWARDS FINE WINE
Main concern when buying Main interest when buying Main influencers in 
purchase
Main supply chain used to access Fine Wine

TIMEFRAME
• First qualitative results – December 2019
• First Areni-Mestrezat Barometer launch – February 2020
• First Areni-Mestrezat quantitative results – July 2020



2019: PLEDGE FOR ACTION
ACTION MAIN TOPIC ESTIMATED 

TIMEFRAME
Create a central online resource to help 
wineries be financially viable

Financial 
sustainability

1 year to create resource
5 years to distribute

Increasing our understanding of the need of 
the diverse community – list of resources and 
influencers diversity based

Diversity

Creating a network of contacts within the FW 
community

Networking – 
Lobby the lobbyist

Rapprocher wine world and tech world – 
workshop at FM4FW 2020

Digital Economy FM4FW2020

Simplification and updating of language – 
simple guide of new ways to talk about wine

Language FM4FW 2020

Learning and sharing – visits in Napa and 
Sonoma to learn about hospitality for FM4FW 
2020

Experience FM4FW 2020

Guide to how to use tech – step by step 
depending on the side of your winery

Digital and Tech FM4FW 2020

Hire diversity – build places of belonging Diversity
Expand contexts of fine wine experience Experience Insight series- NYC

FM4FW 2020
Create Blockchain Primer for the wine 
industry to understand better

Digital and Tech Insight Series - NYC
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Market specific language guide – bridging the 
gap between how consumers and industry talk
Document to how to declare vegan wines on 
labels
Continue to make information available Data -digital
Market place for best practices – how can I 
learn from best practices in hospitality and 
experience (ie how to do video)

Experience Fall 2019

Identify new Intermediaries in new market 
places and validate their skills to stock, 
distribute the wines

Routes to market

Visual Storytelling mechanism (template) to 
help people communicate about their wine/
region

Language

Standardise meta model of information for 
wine that works for all region

Information FM4FW 2020

Continued Innovation in winemaking to answer 
disruption

Aromas, structure 
and texture

Continue mission of communicate and build 
credibility of Areni
Fellowship for people of colour Language and 

diversity

With Thanks
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With Thanks
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FM4FW won't be possible without our generous 
sponsors. Once more, we wish to thank them for 

their incredible help and contribution.



PRESENTING 
SPONSOR

Moët Hennessy

SIGNATURE SPONSORS
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INNOVATION SPONSORS
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There is not only an 

opportunity but also 

an obligation to come 

together, collaborate 

and affect positive and 

meaningful change for the 

Fine Wine ecosystem. 
NICOLE ROLET
CHAIR, ARENI GLOBAL
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